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Gender based advertising such as sexual appeal and role stereotype has 
had tremendous success and longevity in popular culture advertising over the years, 
spanning regions and cultures. But as advertising messages become more competitive, 
there becomes a clutter of information in society that people must deal with on a 
regular basis. The question in advertising then becomes what is effective and what 
isn't? 
With this paper, the aim is to study the effectiveness of gender pitched 
advertising in the Hong Kong print media based on strategies in sexual appeal and 
gender role stereotyping. The term 'effectiveness' is defined from i) the consumer's 
willingness and frequency of purchase, and ii) the consumer's attitudes and 
perceptions of the product as a result of gender pitched advertising. 
i i 
For the study, research was conducted on the current social trends and 
patterns in Hong Kong such as views on sex and gender equality. In addition, 
content analysis on a variety of local magazine publications was conducted to observe 
the frequency and extent of gender strategies portrayed. Lastly, a questionnaire 
study was conducted to observe the perceptions and attitudes of Hong Kong people 
towards the present gender pitched strategies. 
The results of the questionnaire showed that females overall, had similar 
perceptions and attitudes towards sexual appeal advertisement and gender stereotype 
strategies as did males. This was directly related to the literature review that showed 
the liberation of sex and the increasing equality of gender views in Hong Kong. 
Although both genders demonstrated a positive attitude towards the gender ads, it was 
the stereotype role reversal ads, which exemplified greater success in product trial and 
purchase. This study therefore suggests that traditional gender pitched strategies may 
be ineffective as social changes create for an increase in social, and gender equality in 
Hong Kong. 
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CHAPTER 1 INTRODUCTION 
1.1. Rationale of Study 
"The technique of advertising is to correlate feelings, moods, or attributes to tangible 
objects, linking possible attainable things with those that are attainable and thus 
reassuring us that the former are within reach.“ 
Judith Williamson 1978, Decoding Advertisements (Anon) 
Throughout different cultures and society the common notion of 
advertising is that it is a reflection of society. Whether it is a social, political or 
philosophical statement, the relationship between advertising and society is closely 
linked. It is not obvious as to which one influences the other more but rather the 
relationship is reciprocal and ongoing. As studies have shown that men and women 
interpret information differently, advertisers have used gender-pitched strategies to 
target the stimulus patters of both sexes - such method is what we call gender 
strategies in advertising, the topic of our study. 
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According to the Yarborough studies, "there really are fundamental 
differences in the way men and women process information... Women tend to process 
more extensively more different pieces of information.. . Men tend to rely more on mental 
shortcuts.. ." Traditional experiments have shown that women had much better memory 
for details then did men. Men are effective at remembering the big picture of an office 
etc. such as the location of a desk or bookshelf. But women remember more intimate 
details like a vase of flowers in the comer or a picture of a husband or wife on a 
book-case (Miller, 2002). 
For women, ads often are more detailed. Take for example toiletry ads. For 
one thing, women are more concerned about grooming and appearance. And they 
appreciate very fine distinctions, such as 5 different variations of shampoo-for curly hair, 
straight hair, oily hair, dry hair, etc. For men, by contrast, toiletry ads focus on a single 
product. Men are likely to pick up on one or two very salient and obvious kinds of cues. 
Men think in a more macro way, and need to be shown the big picture. Also, men are less 
likely to process complex metaphors (Yarborough). 
Our study, however is not to prove the different psychological or biochemical 
composition between the sexes, but rather, we wish to leverage on this knowledge and 
analyze how advertisers have used this realization for their benefits. Most notably, 
I 
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especially in western advertising, the gender strategies of sexual appeal and gender 
stereotype have been predominant in both above and below the line advertisements. 
With sexual appeal in advertising, our definition is the extent to which 
nudity, scantily dressed models of either gender, and any form of sexual suggestiveness 
including the implicit or explicit benefit of gaining attractiveness in sexual or sensual 
ways through the use of the item advertised (Cheung, Chiu, 1991). So given the 
understanding of varying perceptions in different sexes, what is the 'appeal' in sexual 
appeal? What does all this have to do with sex in advertising? 
For many products, the sexual content in the ad may or may not be even 
relevant but its purpose is to draw attention. Some also believe that men have minimal 
criteria for sexual desire; basically, they are concerned with a woman 's anatomy and that 
as long as a woman looks young enough and healthy, she is desirable. Men also 
consider her beautiful since to a male beautiful and sexually attractive are virtually 
synonymous (Taflinger 1996). 
For women, the use of sex in advertising brings a much different proposition. 
The use of healthy fit men creates desire and attention but the women's willingness to 
engage into deeper sexual fantasies is less than that of men. A man 's physical appearance 
plays a role, suggesting health and strength, but her instinctive concern is the long-term, 
not the short-term (Tatflinger, 1996). Women tend to see beyond the sexual activity and 
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factors such as health, maturity, support, play in part with the cultural influences. The 
women factors in all these variables add to her criteria of sexual desirability. 
It is clear that sex is a strong appeal in the use of advertising however; it is 
under the notion of gender-linked appeal. Sex easily sells to men; it is adjunct to women. 
Whether or not the above theory still pertains and its transcendence into Hong Kong 
relevant, our study aims to further test out the theories and see its influence at present 
time. 
On the other hand, gender role stereotype in advertising, in the portrayal of 
gender differences through occupational, social, and aesthetic classifications is as 
typically used as sexual appeal. Whether or not it is as effective amongst either sex is a 
question that remains to be tested. A stereotype is a ready-made image of a person or 
relationship that is instantly recognizable. It is a positive image that is used to endorse 
products. Because they are instantly recognizable, it means advertisers can save large 
amounts of money by spending less time presenting the person or setting the scene 
(Stereotypes in Advertising). 
The use of stereotypes in commercials has much wider implications as all 
advertisers seek to use stereotypes towards a targeted audience and their needs. For 
example, old people want to feel secure, children want new toys to play, women want to 
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be beautiful and men want to be successful with women. Ironically, these generalized 
statements can also be classified as stereotypes itself too. 
Perhaps what are most intriguing are the use of stereotypes towards women, 
and the lack of change during time to break through these typefaces. Women in the media 
are frequently portrayed as housewives, objects of sex appeal, and as the caretaker of 
children. Although some of these trends are changing, the general media still recognizes 
women as subordinate to men in the areas of occupation, social status, and physical 
stature. 
Stereotypes, especially of those portraying women in society are having 
tendencies to be outdated and offensive when it promotes inequality, sexism, and 
subordination between the sexes. Stereotypes are also unrealistic generalizations that have 
widespread influence as the modern advertising media uses it to relate to mass audiences. 
Hopefully, as social trends change, gender stereotypes will dissolve and more accurate 
portrayal of society can be presented. 
Influenced by Chinese culture, Hong Kong people are generally conservative 
relative to people in western countries. In tradition Chinese society, women were so 
inferior that sometimes they were thought to be less useful than farm animals (Ling 1990). 
With the increasing number of women in the workforce, women in Hong Kong have been 
playing more important role socially. Thus, we would like to see how the attitude of Hong 
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Kong people towards women is reflected in advertisements from the content analysis of 
contemporary print advertisements found in local magazines and survey. We would look 
for the clues of gender role stereotype among prevailing print advertisements based on 
Erving Goffman 's classification. 
1.2. Research Objectives 
We aim to study the effectiveness of gender pitched advertising in 
present-day Hong Kong. Effectiveness is defined from i) the consumer's attitudes and 
perceptions of the product and ii) the consumer's willingness and intention to purchase, as 
a result of gender pitched advertising 
Within gender pitched advertising, the specific issues/theories we intend to 
test include the "effectiveness" of: 
• Gender Role Stereotyping in advertising: We intend to explore the traditional 
stereotype images of the female homemaker, and ideal family versus the new role 
reversal images of the male homemaker and the independent woman. 
• Sexual Appeal in advertising: This strategy involves using either or both sexes to sell 
a product in a form suggestive and promoting of sexuality and/or related conducts. 
Overall, we intend to examine the extent of acceptance (with the ultimate 
extent leading to product purchase and loyalty) of these gender pitched strategies in the 
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HK print media and search for any theoretical support through our literature reviews and 
print analysis of the Hong Kong media and society. 
1.3. Research Scope 
The use of gender strategies varies in each society as cultural and social 
factors play a predominant role in what the acceptable norms are. Traditionally, the 
western world is known to be more acceptable to sexual appeal in advertising whereas the 
Chinese culture is not viewed as a sexual culture but rather a sexually repressed culture 
(So, 1996). As K.C. Tsang, Executive Director of BBDO advertising puts it, in a post 
modern society (such as HK) where the distinctions of right and wrong, and, fake and 
real are so blurred, breaking taboos and being able to make noise is already half way to 
success. Showing sex is definitely a taboo (Pricken, 2001) 
1.3.1. Study Focus 
Our study intends to focus on the environment of Hong Kong. We find it 
representative of a "world city" with influences that span global cultures. The city has had 
a long history of British influence but because of its open-door economic policies various 
cultures have been imported for influence. It is a city that embraces all diversities of 
popular culture ranging from Japan, to the United States to the European influences. 
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1.3.2. Advertising Media 
As we intend our research to be representative of the Hong Kong culture, the 
medium chosen for the study must excel in audience reach, and advertising variety. Of 
the choices amongst television, radio, internet, print publications, and outdoor billboards, 
we felt print publications in the form of magazines and newspaper to be the most 
appropriate. 
Although we did consider television as the audience penetration/reach is 
greater, the problem for Hong Kong is that it only has a limited number of television 
channels, thus, limiting the opportunity for product advertisement. Print magazines have a 
better representation of the product mix by being able to accommodate a larger number of 
brands and products. 
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CHAPTER 2 LITERATURE REVIEW 
2.1. Gender Stereotype 
According to Judd and Park (1993，p. 110), a "stereotype" is an individual's set 
of beliefs about the characteristics or attributes of a group. Obviously, one of the most 
significant groups is biological sex. Males and females are raised and live together in the 
society. Therefore, they posses a lot of information and strongly held beliefs about each 
other. 
Literatures on gender stereotypes are well-documented. According to 
Broverman, Vogel，Broverman, Clarkson, and Rosenkrantz (1972) article, they found that 
males were described more often than females in terms of intellectual competence in 
general. Although females were described positively for their warmth and expressiveness, 
they were also seen as incompetent and passive. More recent studies have also found that 
males are assumed to have instrumental traits, whereas females are considered expressive 
(Best & Williams, 1993; Deaux & Lewis, 1983; Martin, 1987). 
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However, stereotypes are not by definition inaccurate (e.g., Judd & Park, 
1993; Jussim，Eccles，& Madon，1996; Lee, Jussim, & McCauley，1995; Mackie, 1973). 
For example, there is truth to the stereotype that most mathematics majors are male. An 
intriguing question is whether stereotypes are inaccurate exaggerations Q i j ^ ^ v o i y minor 
real differences or whether they accurately reflect reality. 
Undoubtedly, advertising plays a special social role within the economic 
organization of a modern society. It diffuses its meanings into the belief systems of the 
society. In studying modern advertising, one should pay special attention to images. 
Nowadays, advertising depends greatly on visual images. Images are able to convey 
multi-leveled meanings that have to be decoded to be understood. According to Bovee 
and Aren (1986), most readers of advertisement will first look at the illustration, then read 
the headline and read the body copy finally. Thus visual images are highly responsible for 
the message decoding in an advertisement. According to Jhally (1987), there are stages to 
the constitution of meanings. One of the most important stages is that of "transferring" 
the meaning of one sign to another. The transference requires the active participation of 
the viewer of the advertisement. Audiences do not just receive meaning f rom advertising, 
they constantly re-create it. Thus, Jhally argues that mass media advertising plays the role 
of a mediator. For the audience properly to decode the message, advertisers have to draw 
their materials f rom the social knowledge of the audience, then transform this material 
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into messages (encode), developing appropriate formats and shaping the content in order 
that the process of communication from audience to audience be completed. 
Advertising has been accused of stereotyping images of women. Studies have 
shown that the image of women that has predominated in print advertisements is of weak, 
childish, dependent, domestic, irrational, subordinate creatures, the producers of children 
and little else compared with men. Courtney and Whipple from their 
study on over 20 content analysis papers that men and women are shown stereotypically 
in advertising in general interest magazines in the US. They found that women were more 
likely to be shown in non-active, decorative roles in consumer magazine print ads. In 
more specialized magazines, women were often portrayed as alluring, decorative, sex 
objects and physically attractive. 
Erving Goffman (1979) i^s^ /^^minen t social scientist who spent his life 
observing social behavior. He knows that the details of social behavior are symptomatic 
revelations of how a sense of self is established and reinforced, and that the sense of self 
will be reflected in the social institutions upon which rests a culture's hierarchical 
structure. In his book Gender Advertisements, a landmark in content analysis of pictorial 
"gender display", Goffman studied the ways in which men and women - mainly women -
are pictured in advertisements and speculates richly on what those ads tell us about 
ourselves and the interplay is between fashioned images and so called natural behavior. 
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He conducted a provocative analysis of visual images in print advertisements and 
illustrate how advertising functions to reflect our belief in gender roles. He concludes that 
women are weakened by advertising portrayals via five categories: 
Definition of Stereotypical Advertisement - Goffman Categories 
1. Relative Size: 
Women are shown smaller or lower relative to men. 
This is one way that social weight 一 e.g. power, authority, rank - is expressed 
in social situations. Difference in sizes of male and female in a visual image is assumed to 
be correlated with differences in social weight. Usually, male 's superior status over 
female is expressed in his greater height. 
2. Feminine Touch: 
Women constantly touching themselves 
More often, women are pictured using their fingers and hands to trace the 
outlines of an object or to cradle it or to caress its surface or to create a "just barely 
touching" effect. This ritualistic touching is to be distinguished from the utilitarian kind 
that grasps, manipulates or hold. 
3. Functional Ranking: 
Occupational 
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When male and female collaborate in a task，male is likely to perform the 
executive or instructing role. 
4. Ritualization of Subordination: 
Proclivity for lying down at inappropriate times 
Lowering oneself physically in some form or other of prostration is a classic 
stereotype of deference. Holding the body erect and the head high is stereotypically a 
mark of unashamedness, superiority and disdain. The configurations of canting postures 
can be read as an acceptance of subordination, an expression of ingratiation, 
submissiveness and appeasement. 
5. Licensed Withdrawal: 
Women never quite a part of the scene 
Females are more often than men to be pictured engaged in involvements 
which remove them psychologically from the social situation at large, leaving them 
disoriented in it and to it, and dependent on the protectiveness of others who are present. 
Turning one 's gaze away from another 's can be seen as having the consequence of 
withdrawing form the current thrust of communication. The individual also can withdraw 
his/her gaze from the scene at large and be psychologically away from the scene. 
A decade later, Kang Mee-Eun (1991) carried out a similar study to analyze 
the specific behavior of the portrayal of women ' s images in magazine advertisements and 
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determine what gender behavior patterns have been most prevalent in magazine 
advertisements in 1979 and 1991 based on Goffman's gender analysis. Apart from 
Goffman 's categories of decoding behavior, he added body display and 
independence/self-assertiveness categories in his study. The findings indicate that the 
images of women in 1991 advertisements did not significantly change from the images 
found in 1979 advertisements. However, distribution or dispersion of stereotypical 
portrayal of women did change. In the categories of licensed withdrawal and body display, 
the magazine advertisements from 1991 showed more stereotyping of women than those 
from 1979. On the other hand, relative size and function ranking were not prevalent 
depictions in magazine advertisements. 
2.2. Sexual Content in Advertising 
Sex appeal in advertisement has been a widely studied topic among 
researchers. It has been proven to be very effective in generating awareness. One of 
reasons is that sex is biological and instinctive. Once the audience sees it, a connection 
can be automatically created in his/her brain. 
Whipple (1992) suggested that erotic, suggestive and nude female models 
have a particularly strong attention-getting impact among male consumers but attractive 
models are probably as effective in getting attention from both males and females. The 
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presence of a decorative model would facilitate the recognition of an advertisement, 
especially the visual components. Nevertheless, correct recognition of the visual image of 
the advertisement may not always carry over to recognition of the advertising copy. He 
concluded that if advertiser wanted to elicit more attention to the advertisements, sexual 
content would be an effective tool. But the reactions may not be absolutely favorable 
because while ad illustration recall may improve ad copy and brand recall may suffer. 
Thus, using sex in advertising is a very risky business. Its success or failure would depend 
upon the type of product, the consumer's gender and personal bias towards sex, the sex of 
the model or presenter, the image of the sponsoring company and the numerous sexy 
treatments to be portrayed in an advertisement. 
Cheung and Chiu (1991) attempted to study the effectiveness of sex appeal in 
Hong Kong by an extensive content analysis and advertisements recall experiment. They 
concluded that sex appeal was effective in generating recall from respondents. Also, there 
was a significant difference in males and females respondent with respect to their attitude 
towards the advertisements with sex appeal. But there was no proof that sex appeal could 
enhance purchase intention of consumers. Ho (1992) carried out a similar study on 
women perception towards explicit female nudity in advertisements. According to his 
study, female nudity in advertisement may not be a positive arousal for female readers 
and higher degree of nudity did not imply higher arousal effect to female readers. 
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However, some researches showed that sexual content might not necessarily 
enhance product image. Peterson and Kerin (1977) found that nude models in print ads 
were consistently perceived as the least attractive while the associated products and 
companies were perceived as of low quality and the least reputable in their study. 
2.3. Chinese Culture 
In traditional Chinese culture, women status was considered to be very low. 
This could be easily seen from many of the Chinese proverbs such as "a woman without 
talent is a woman of virtue". Practices such as female slavery, concubinage, female 
infanticide and foot binding were very normal, though most people in western society 
today would consider them inhumane. Deeply influenced by Confucianism (Confucius, 
551-479 B.C.), many Chinese people believed that women are inferior. Confucius seldom 
writes about women. Whenever he wrote about them, he would regard women as slaves 
or small human or "hsiao ren". Moreover, since the first century B.C., a code of conduct 
which controlled the behavior of women was developed which is called "The three types 
of obedience and the four virtues" (Ling 1990). 
Three types of obedience: Obey her father before marriage, her husband after marriage, 
and her son after her husband death. 
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Four virtues: she should be chaste, her conversion should be courteous and not gossipy, 
her deportment should be graceful but not extravagant, and her leisure should be spent in 
perfecting needlework and tapestry for beautifying the home. 
The social status of women has been rising over the years. This is due to the 
fact that more women join the workforce and their increased education level. Hong Kong 
women have become more independent socially and economically. They have stronger 
buying power and consumer status. In many of the advertisements, women always mean 
family products or as sex object. They are usually stereotype as the good mothers, good 
wives, and good-in-law. Also, women's are emphasized on their beautiful appearance and 
figures. Very often, women's role in advertisements is portrayed as home-oriented and 
decorative (lu and Tarn, 1999). / 
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Chinese culture is conservative and hypocritical about sex. This is one of the 
reasons why the use of sex appeals advertisement does not frequently appear in Hong 
Kong. They are usually implicit and less overt when compared with western countries 
2.4. Attitude towards Sex of Hong Kong People 
From our analysis based on print ads, we have noticed that compared to 10 
years ago, the nature of the advertisements differ. Back then, fast moving consumer goods 
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(FMCG) such as household and infant products were much more predominant in lifestyle 
publications however nowadays, these magazines have been replaced by large quantities 
of dietary, health, and slim products advertisement campaigns. A second noticeable trend 
is the introduction of new products and services particularly from the wireless industry. 
Such include mobile phone, and their various services ranging from ring tone selection to 
graphics variations on-screen. 
Other new ad phenomena, in lifestyle and ‘popular, culture magazines 
predominantly, are advertisements for Karaoke Locations and their song offerings, many 
times featuring the co-support of the singer. As with these changes in ad placements, 
some can be explained by a demand and supply model based on new product offerings 
such as karaoke and wireless technology in the past decade. On the contrary, the rise of 
beauty, health and slimming print ads, along with its counterparts in media and 
promotions are deemed as a social trend. 
We view Hong Kong's obsession with 'slimming' as part of the society's 
embracement towards sexual liberalism. Women are encouraged through advertisement 
and propaganda to look sexy with their ‘slim thighs', 'tight bust' , or ‘smooth curves'. 
We feel that HK has been undergoing a sexual revolution, secondary to the west (North 
America and Europe), but in the same direction of liberalism. 
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Our theory is supported by the existence and success of H K ' s SISTER 
magazine, a bold, brisk, down-to-earth publication catering to women on frequent topics 
of sexuality, lifestyles, and society. According to the magazines editor, Joan Chow 
Sau-mui, inadequate sex education was one factor that led to the birth of Sisters' sex 
pages in the early 7 0 � s (Lau，2003). The challenge was to open up the topic of sexuality 
and transform it into an educational norm. Fast forwarding 20 years later, in 2000，the 
magazine was re-launched and changes were introduced to the sex pages that reflected 
"society 's more open attitude." 
By open attitude, we find the following excerpt interview of Chow most 
appropriate of an example: 
In the past the section was very educational. N o w people are more open to 
talk about sex and we try to involve readers to share their tales. Some come forward to 
reveal their sex lives. Some even willing to be photographed 一 though only with their 
back facing the camera - There are no more stupid questions from readers. Today, 
people ask about things like transvestism and sexually transmitted diseases (Lau, 2003). 
While some view the spotlight on sex in magazines as a positive trend, 
especially for the feminine movement, others such as Dr. Ho Sik-ying, an outspoken 
commentator for sex has a differing opinion. Accordingly, he thinks that few articles 
encourage women to experiment with sex for the sake of pleasure. Instead they only teach 
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them to value other people 's feelings above their own desires, hence implicitly 
reinforcing the notion that women are inferior to men (Lau，2003). 
2.5. Advertising Effectiveness 
Thomas W. Whipple (1992) revealed several prevailing method in measuring 
advertising effectiveness. Firstly, advertisers can measure whether the advertisement 
improved both psychological and functional product ratings of an advertised product 
among the respondents. Secondly, advertisers can measure the sales impact of the 
advertisements. Unfortunately, it is more difficult to measure because in order to get an 
accurate measurement, a non artificial advertising environment is needed to assess the 
sales effect before a controlled experimentally designed study to be implemented. 
Thirdly，advertisers can measure the communication effectiveness of an 
advertisement, which is commonly used in among research firms. This includes the 
potential awareness, knowledge or preference created by the advertisement in consumers ' 
minds. Direct ratings will be used to measure the attention-getting, cognitive, affective 
and behavioral strengths of the advertisement. 
Communication effectiveness research is designed to measure the influence of 
advertising upon the target audience. A number of studies utilized a response hierarchy 
model as the framework for assessment, but different cognitive, affective and conative 
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measures were developed. At the cognitive stage, measures of knowledge and 
comprehension have been used at the affective stage. At the behavioral intention stage, 
intention to seek out or to try the product has been used. 
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CHAPTER 3 METHODOLOGY 
3.1. Hypotheses 
To evaluate the effectiveness of using sexual appeal and social role 
stereotyping in advertising, the use of sexual appeal, social role stereotyping, and neutral 
advertisements in different product categories are taken as the focus of the research. 
Moreover, responses from different genders and social roles are incorporated in the 
analysis. 
In this research, the following hypotheses are examined: 
Null Hypotheses: 
HI : Use of sexual appeal in print advertisements is more effective in generating brand 
recall than pure product advertisements 
H2: Use of gender role stereotyping in print advertisements is more effective in 
generating brand recall than pure product advertisements 
H3: Sexual appeal print advertisements is more effective towards male audiences than 
female audiences in generating brand recall 
H4: Gender role stereotyping print advertisements is more effective towards female 
audience than male audiences in generating brand recall 
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H5: Male and female consumers have significant differences in choosing the descriptive 
words in describing sexual appeal advertisement 
H6: Male and female consumers have significant differences in choosing the descriptive 
words in describing gender role stereotyping advertisement. 
H7: Male and female consumers have significant differences in their attitudes and 
intention to purchase towards the product when sexual appeal is used in the 
advertisement 
H8: Male and female consumers have significant differences in their attitudes and 
intention to purchase towards the product when gender role stereotyping is used in 
the advertisement 
H9: Consumers have significant difference views towards sexual appeal and gender role 
stereotyping advertisements 
3.2. Definition 
Advertisement using sexual appeal strategy is defined as the extent to which 
nudity, scantily dressed models of either gender, and any form of sexual suggestiveness 
including the implicit or explicit benefit of gaining attractiveness in sexual or sensual 
ways through the use of the item advertised (Cheung and Chiu, 1991). 
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Advertisement using social role stereotyping strategy is defined as the 
portrayal of a ready-made image of a person or relationship that is instantly recognizable 
with the implication of gender superiority and inferiority through occupational, social, 
and physical situations (Stereotypes in Advertising). 
3.3. Research Methods 
The research is composed of three parts. Part One is a content analysis 
regarding sexual appeal and social role stereotyping advertisements in print media of 
Hong Kong. Part Two is an experiment study in order to gather primary data on brand 
recalls regarding sexual appeal and social role stereotyping advertisements. Part Three 
is a survey in order to gather primary data on attitudes and intention to purchase regarding 
sexual appeal and social role stereotyping advertisements. 
3.3.1. Part One: Content Analysis 
In order to analyze the prevailing trend in advertising in Hong Kong and the 
appearance of sexual appeal and gender role stereotyping in Hong Kong print 
advertisements . Advertisements are collected from two sources: Hong Kong published 
magazines written in Chinese and the central advertisement database AdManGo 
— _ _ • •• 一. - ———.一一—• • --.-.--.-‘、、-
(www.admango.com) 
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To better represent the advertising trend of Hong Kong in recent times, only 
the magazines published in the period of 2002 to early 2003 are selected. Besides, to gain 
a true picture of the exposure of the general consumers, magazines are selected base on 
their circulation figures and one issue of the magazine will be selected randomly as our 
sample，except the magazine with the highest circulation figure. In order to ensure a 
diversified readers profile, these magazines are chosen from 4 categories: General Interest, 
Fashion, Hobby, Financial / Business. (Appendix 1) 
In each magazine selected, the total number of advertisements, and the 
number of advertisements using sexual appeal and gender role stereotyping strategies are 
counted in order to study the popularity of these kinds of strategies in local advertising 
industry. Advertisement collected from the central database will be used for studying the 
prevailing trend in local print advertisements. 
In this research, all the sexual appeal and gender role stereotyping 
advertisements are identified separately by each author under the definition defined at 
section 3.2，but only those advertisements that all the co-authors of this research concur 
are reckoned as advertisements using sexual appeal or gender role stereotyping strategies. 
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3.3.2. Part Two: Experiment Study 
3.3.2.1. Experiment Data Collection Method 
3.3.2.1.1. Experiment Objects 
Fourteen advertisements from magazines were selected to be used as the 
objects in this experiment. The advertisements are in six different product categories: 




• Household Product 
• Digital Camera 
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TABLE 1 
DETAIL DESCRIPTION OF EXPERIMENT OBJECTS 
Advertisement Product Brand Gender 
Number Category Name Strategy 
1 Financial Service Invesco Neutral 
2 Financial Service American Express Sex Appeal 
3 Financial Service BMO Financial Group Stereotype 
4 Financial Service Hang Seng Bank Stereotype 
5 TV B&O Neutral 
6 TV JVC Sex Appeal 
7 Liquor Asahi Neutral 
8 Liquor Chivas Regal Sex Appeal 
9 Perfume Issey Miyake Neutral 
10 Perfume Dolce & Gabbana Sex Appeal 
11 Cooking Utensil Lagostina Neutral 
12 Cooking Utensil Buffalo Stereotype 
13 Household Product Johnson Neutral 
14 Household Product Kao Stereotype 
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To ensure the validity of the experiment, every sexual appeal or gender role 
stereotyping advertisement chosen is accompanied by a neutral advertisement in the same 
product category. Besides, in each product category, the advertisements are chosen with 
similar familiarity in terms of brand names, as to minimize the bias. 
The photographs of all the advertisement are enclosed in Appendix 2. 
3.3.2.1.2. Experiment Subjects 
Ninety people between the ages of 14 to 36 participated in the experiment. 
The subjects are divided into three groups: the first group consisted of 32 people, the 
second group consisted of, the second group consisted of 27 people (yr 1) and the third 
group consisted of 31 people. For each group, the date, time, and venue for carrying out 
the experiment is different form the others, but the same slide presentation file is used. 
3.3.2.1.3. Experiment Procedure 
A PowerPoint slide presentation with 14 different advertisements is setup. In 
the slide presentation, each advertisement is displayed for 10 seconds and the same set of 
instruction is given. After the slide show, a two pages questionnaire is given to each 
respondent for collecting data about one's recalls in unaided situations. The unaided 
recall questionnaire is collected in five minutes time. Then, another one page 
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questionnaire is given out to the respondent for testing recall under aided situation. 
Detail experimental procedure please refers to Appendix 3. 
As to minimize the recency and primacy effects, the sequence where the 
advertisements appeared in the slide presentation is randomized. 
3.3.2.1.4. Experiment Questionnaire Design 
The questionnaire is divided into 2 parts: 
Part 1 aims at testing respondents' unaided brand and product recalls of the 
advertisements. Immediately after the PowerPoint presentation, subjects are given Part 1 
of the questionnaire asking them to name all the brands and product categories of the 
products that were shown in the presentation. In order to investigate the effect of previous 
exposure, subjects are also asked to indicate the products that they have seen or used 
before. Five minutes were given for them to finish this part. 
Part 2 aims at testing respondents' aided brand and product recalls of the 
advertisements. Immediately after filling in Part 1，subjects are given Part 2 of the 
questionnaire asking them to name all the brands of the products that they did not 
remember in Part 1, with the hint of the six product categories. 
The questionnaire is enclosed in Appendix 4. 
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3.3.2.2. Experiment Data Analysis Method 
The data analysis is divided into three parts 一 General Brand Recall, Sexual 
Appeal Ads Recall and Gender Role Stereotyping Ads Recall. 
3.3.2.2.1. General Brand Name Recall 
In this part, the ability of each subject to recall the brand names of the 
fourteen advertisements shown was examined. The total number of correct recall was 
counted and the percentage of correct recall was calculated. 
As the first brand name recalled by subjects indicate the ability of an 
advertisement in striking a memorable impression in audience, the first brand name recall 
by each subject was taken out and calculated for another percentage of correct recall. 
3.3.2.2.2. Sexual Appeal Ads Recall 
In this part, the difference in recalls of sexual appeal ads and non-sexual 
appeal ads was examined. Besides, the difference between male and female subjects in 
the recalls of sexual ads was also examined. To achieve that, statistical analysis methods 
like frequency tabulation, t-test, and ANOVA were used. 
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3.3.2.2.3. Gender Role Stereotyping Ads Recall 
In this part, the difference in recalls of gender role stereotyping ads and 
non-gender role stereotyping appeal ads was examined. Besides, the difference between 
male and female subjects in the recalls of gender role stereotyping ads was also examined. 
To achieve that, statistical analysis methods like frequency tabulation, t-test, and ANOVA 
were used. 
3.3.3. Part Three: Survey 
Photographs of 8 advertisements, which are in 7 different product categories, 
sexual appeal and social role stereotyping strategies, are given to respondents. Together 
with the photographs, questionnaires are used to collect respondent's attitudes and the 
intention to purchase. 
3.3.3.1. Survey Data Collection Method 
3.3.3.1.1. Survey Objects 
Eight advertisements from Part Two of the research were used as the objects 
in this experiment. The advertisements chosen are those either with sexual appeal or 
gender stereotyping elements and they are in six different product categories: 
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• Household Product 
• Digital Camera 
TABLE 2 
DETAIL DESCRIPTION OF SURVEY OBJECTS 
Advertisement Product Brand Gender 
Number Category Name Strategy 
A1 Financial Service American Express Sex Appeal 
A2 TV JVC Sex Appeal 
A3 Liquor Chivas Regal Sex Appeal 
A4 Perfume Dolce & Gabbana Sex Appeal 
B1 Financial Service BMO Financial Group Stereotype 
B2 Cooking Utensil Buffalo Stereotype 
B3 Household Product Kao Stereotype 
B4 Financial Service Hang Seng Bank Stereotype 
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3.3.3.1.2. Survey Population 
To reflect the attitudes of general Hong Kong consumers towards the use of 
sexual appeal and gender role stereotyping in advertisements, the population of this 
survey will be all the people living in Hong Kong including both males and females. As a 
representative of the population, both male and female respondents from the age of 14 to 
55 are chosen. 
3.3.3.1.3. Survey Sampling Method 
Since there is no specific restriction on finding any particular samples from 
the population, convenient sampling is used. 
3.3.3.1.4. Survey Sample Size 
To ensure the representative power and validity of the research, a sample size 
of 110 is selected. With this amount of respondents, it is believe that representative result 
will be obtained for a meaningful analysis. 
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3.3.3.1.5. Survey Procedure 
Personal interview method is used for conducting the survey. Respondents 
are interviewed at their offices or homes. 
Each respondent is interviewed for 10 to 20 minutes. First, copies of eight 
advertisements, 4 with sexual appeal and 4 with gender role stereotyping, are shown to 
each respondent. Then, eight identical questionnaires are given to the respondents to 
collect their views towards the eight advertisements, i.e. one questionnaire for each 
advertisement. 
3.3.3.1.6. Survey Questionnaire Design 
The questionnaire is divided into 2 parts - Part A is for Sexual Appeal 
advertisements and Part B is for Gender Role Stereotyping advertisements. The 
questionnaires used in both parts are identical and each questionnaire is constructed 
around 5 areas: 
The first area aims at investigating respondents' free association with the 
advertisement. The respondents are asked to name up to three words that are associated 
with the advertisement. 
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The second area aims at investigating respondents' attitudes towards the 
advertisement. The respondents are asked to choose from a list of eighteen words that 
best describe their feelings about the advertisements. 
The third area aims at investigating respondents' attitudes towards the product. 
The respondents are asked to choose from a list of seven words that best describe their 
feelings about the products after seeing the advertisements. Besides, the respondents are 
to rate the agreements about whether they think the advertisement is appropriate; whether 
the advertisement is relevant to the product; whether they are proud to use the product; 
and whether they will think of the advertisement when they use the product. 
The fourth area aims at investigating whether the respondents feel related 
towards the gender roles portrayed in the advertisements. We asked the respondents to 
rate the agreements about whether the advertisement is realistic; whether they feel related 
to the characters in the advertisement; and whether the advertisement can reflect the 
gender roles in Hong Kong society. 
The fifth area aims at investigating the respondents' intentions to try or buy 
the products. We asked the respondents to rate the agreements about whether they are 
interested in the advertisement; whether they want to seek for further information about 
the product; whether they want to try the product; and whether they want to buy the 
product. 
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In parts three, four and five, a scale of 1 to 6 is used for agreements rating, 
with 1 meaning "Strongly Disagree" while 6 meaning "Strongly Agree". 
The questionnaire is enclosed in Appendix 5. 
3.3.3.2. Survey Data Analysis Method 
The data analysis is divided into two parts 一 Sexual Appeal Ads and Gender 
Role Stereotyping Ads. 
3.3.3.2.1. Sexual Appeal Ads 
In this part, the difference between male and female respondents in the 
descriptive words that they chose to describe the sexual ads was examined. Besides, the 
difference between male and female subjects in the attitudes towards the sexual appeal 
advertisements and their purchase intention were also examined. To achieve that, 
statistical analysis methods like frequency tabulation, t-test, and ANOVA were used. 
3.3.3.2.2. Gender Role Stereotyping Ads 
In this part, the difference between male and female respondents in the 
descriptive words that they chose to describe the gender role stereotyping ads was 
examined. Besides, the difference between male and female subjects in the attitudes 
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towards the gender role stereotyping advertisements and their purchase intention were 
also examined. To achieve that, statistical analysis methods like frequency tabulation, 
t-test, and ANOVA were used. 
3 8 
CHAPTER 4 CONTENT ANALYSIS RESULTS 
A content analysis was carried out in order to examine the existence of 
specific type of gender strategies in HK print advertisements based on Goffman's model 
of decoding behavior on gender display and whether sex appeal is prevailing in HK 
advertising. 
A total of 2,144 print advertisements from 50 Hong Kor^ ' s most popular 
~ 一 • 
magazines and 200 print advertisements from the central advertisement database -
AdManGo were being studied. The detail list of magazines studied is enclosed in 
Appendix 6. Among them, 109 print advertisements with representative visual images 
that reflected gender differences as well as sexual appeal were captured and recorded in 
our appendix for reference. (Appendix 7) 
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TABLE 3 
SEXUAL APPEAL AND GENDER ROLE STEREOTYPING ADS IN MAGAZINES 
REVIEWED 
Type of No. of Magazines Percentage of Sexual Percentage of Gender Role 
Magazines Reviewed Appeal Ads Stereotyping Ads 
General Interest 21 1.1% 4.4% 
Fashion 11 3.8% 15.7% 
Hobby 10 1.1% 0.4% 
Financial/Business 8 0.0% 3.5% 
4.1. Gender Role Stereotyping 
From our sample, we noted that these print advertisements did show the same 
stereotyped images that portrayed the inferiority of women as suggested by Goffman 24 
years ago. (7.4% of the total number of advertisements collected from magazines). As 
mentioned in previous chapter, our societal values and beliefs can be mirrored in our 
advertisements (Schudson 1984). Our findings suggests that although the status of women 
has been raised, gender stereotype - the notion of men as naturally dominant and women 
as naturally subordinate- still exist deeply in our society. However, we found that not all 
traits appeared with the same frequency in current advertisements. 
Among the five categories, it was found that feminine touch, the ritualization 
of subordination and license withdrawal were commonly found in contemporary 
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advertisements in Hong Kong. Moreover, relative size, function ranking and family were 
less common 
According to our research, gender advertisements appeared more frequently 
in fashion magazines (15.7%) and were seldom found in hobby type magazines. 
(Compared with General Interest 4.4%, Hobby 0.4% and Financial/Business 3.5%). 
Feminine touch was frequently used in watches, fine jewelry and mobile phones 
advertisements. On the other hand, license withdrawal (e.g. expansive smile) and 
subordination (e.g. lowering oneself physically) were more often used in selling fashion 
and perfume. 
Although portrayals that weaken women's position could be found in Hong 
Kong advertisements, images that depicted women as independent and confident could 
also be found in current Hong Kong advertisements. Most importantly, new portrayals 
about gender relations were found in current advertisements, which showed that the role 
of women w a s changed when compared to advertisements found in 1979. We are going to 
discuss the findings in the following. 
4.1.1. The Family 
Not many advertisements that visually present a family - a basic unit of social 
organization - could be found in our sample. Nevertheless, we were able to see the 
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Structure of a typical Hong Kong family in the "Suzuki Family Car" ad, which include 
grandparents, dad, mom, 2 kids and a Philippine maid. Thus, we can see that Philippine 
I 
maids have become an integral part of a typical Hong Kong family. Also, we found that 
sometimes man would take a maternal role in modem society as shown in some 
advertisements (e.g. "BMO Financial Services - a man carried a baby on his back). 
4.1.2. The Ritualization of Subordination 
Conventionally, women are displayed in a way that shows they are 
subordinate to men or submissiveness. For example, men tend to be located higher than 
women symbolizing their higher social place. However, there was a different scenario in 
the sample. We noted that there were a significant number of advertisements the featured 
women with superiority over men in current Hong Kong advertisements, (e.g. "Gay 
Giano" and " H 2 0 + " - the male model was expressed as if he is inferior to the female 
model). On one hand, this may reflect that people's view on gender role has changed. The 
social status in modern society has risen substantially as compared to 20 years ago. On 
the other hand, this may also be a sign of the fact that gender discrimination is less serious 
in Hong Kong society. 
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4.2. Sexual Appeal 
Among our samples, sexual appeal advertisements are not frequently found. 
/ (1.9% oy the total number of advertisements collected from magazines). This can be 
^ . 
explained by the fact that Chinese society is generally conservative towards sex and thus 
it is not a commonly used. The other reason is that the censorship on print media is 
relative strict when compared with foreign countries. This resembled the findings of 
Cheung and Chiu (1991) study that sexual appeal advertisement generally was not very 
important and common in Hong Kong. Moreover, these advertisements appeared more on 
fashion magazines (18%)__than any other type of magazines studied (compared with 
general interest 1.1%, Hobby 1.1% and Financial/Business 0%). Moreover, this technique 
was usually found in selling alcohol and perfume. Surprisingly, sexual appeal can also be 
found some "irrelevant" products' advertisements such as electronics products, chocolate 
as well as contact lens solutions in our sample. In addition, we noted that not only female 
models but male models also appeared frequently in this kind of advertisements as 




CATEGORIES OF GENDER PITCHING ADVERTISEMENTS 
Categories Variables Description 
1 Relative Size • Male taller Compare the height of male and 
female models 
2 Feminine • Cradling and/or caressing Women more than men are 
objects pictured in ads using their fingers 
• Self touching and hands to trace the outline of 
an object etc. 
3 Function Ranking • Male as the instructor Hierarchy of function: man is 
• Female serving other person virtually always instructing the 
• Male in superior role woman 
4 Ritualization of • Female lowering Acts of subordination 
Subordination • Bashful knee ban 
• Lying/sitting on bed/sofa 
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5 Licensed • Expansive smile Behaviors which remove or 
Withdrawal • Covering mouth/face with withdraw one (mentally or 
hand physically) from the scene 
• Head/eye gaze aversion 
• Phone conversation 
• Withdrawing gaze 
6 Family • Show members of the family Special bond between mother 
and girl, father and boy; Father 
usually stand aside to express a 
relationship whose 
protectiveness is linked 
7 Sex Appeal • Nudity 
• Suggestiveness 
Source: 
Schudson, M. (1984) Advertising: The uneasy Persuasion, New York: Basic Book 
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CHAPTER 5 EXPERIMENT RESULTS 
5.1. Respondent Profile 
The respondents are the subjects of the experiment, in total, 90 subjects have 
participated in the experiment. 
5.1.1. Age 
Majority (77.8%) of the respondents is in the age range of 23 to 30，4.4% of 
respondents are below 22 and 17.8% are above age 30. 
TABLE 5 
AGE PROFILE OF EXPERIMENT SUBJECTS 
Age Group Frequency Percentage 
Below 15 2 2.2% 
19 to 22 2 2.2% 
23 to 26 38 42.2% 
27 to 30 32 35.6% 
31 to 35 6 6.7% 
36 or above 10 11.1% 
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5.1.2. Gender 
Slightly more than half (56.8%) of the respondents is female, while 43.2% of 
respondents are male. 
TABLE 6 
GENDER PROFILE OF EXPERIMENT SUBJECTS 
Gender Frequency Percentage 
Male 38 43.2% 
Female 50 56.8% 
5.1.3. Education Level 
Majority (86.6%) of the respondents have tertiary education qualification, 
while 13.3% have secondary education qualification. 
TABLE 7 
EDUCATION PROFILE OF EXPERIMENT SUBJECTS 
Education Level Frequency Percentage 
Below F.5 2 2.2% 
F.5 6 6.7% 
F.7 4 4.4% 
Undergraduate 11 12.2% 
Postgraduate 67 74.4% 
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5.2. General Brand Name Recall 
The results for brand name recall, which represents the percentage of 
respondents who correctly listed the brand names of the products in the experiment 
shown in Table 7 and Table 8. 
5.2.1. Overall Recall 
Overall, the ad of Hang Seng Bank capture the highest percentage of recall, 
the Dolce & Gabbana ad gets the second place, and the B&O ad gets the third place. 
Out of all the ads, only Hang Seng Bank and Dolce & Gabbana capture recalls higher 
than fifty percent. From Table 7，it is also noted that some products capture higher 
recall level than others. All the ads have the same exposure time of ten seconds, but TV 
capture higher recall percentage compare to other product categories. 
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TABLE 3 
RANKING OF OVERALL BRAND RECALL 
Rank B r a n d � Product Strategy Percentage of Correct Recall 
1 Hang Seng Financial Service Stereotyping 71% 
2 D&G Perfume Sexual Appeal 60% 
3 B&O TV Control 47% 
3 JVC TV Sexual Appeal 47% 
5 Asahi Liquor Control 40% 
6 Kao Household Product Stereotyping 36% 
7 Issey Miyake Perfume Control 33% 
7 Buffalo Cooking Utensil Stereotyping 33% 
9 Invesco Financial Service Control 31% 
10 AE Financial Service Sexual Appeal 27% 
11 Johnson Household Product Control 22% 
12 BMO Financial Service Stereotyping 20% 
13 Lagostina Cooking Utensil Control 7% 
14 Chivas Regal Liquor Sexual Appeal 4�/o 
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5.2.2. First Recall 
In the first recall, the Dolce & Gabbana ad captures the highest percentage of 
correct recall; the percentage is twice as many as the second place, i.e. Hang Seng Bank. 
Behind the two are Invesco and JVC, this two ads capture the same percentage of correct 
recall and thus share the third place together. Unlike the great difference between the first 
and the second places, the third place is close to the second place 一 only two percent of 
difference. We can see that the Dolce & Gabbana ad really stands out in the first recall. 
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TABLE 3 
RANKING OF FIRST BRAND RECALL 
Rank Brand Product Strategy Percentage of Correct Recall 
1 D&G Perfume Sexual Appeal 26.7% 
2 Hang Seng Financial Service Stereotyping 13.3% 
3 Invesco Financial Service Control 11.1% 
3 JVC TV Sexual Appeal 11.1% 
5 B&O TV Control 8.9% 
6 Lagostina Cooking Utensil Control 6.7% 
7 BMO Financial Service Stereotyping 4.4% 
7 Asahi Liquor Control 4.4% 
7 Johnson Household Product Control 4.4% 
7 Kao Household Product Stereotyping 4.4% 
11 AE Financial Service Sexual Appeal 2.2% 
11 Chivas Regal Liquor Sexual Appeal 2.2% 
13 Issey Miyake Perfume Control 0% 
13 Buffalo Cooking Utensil Stereotyping 0% 
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5.3. Sexual Appeal Ads Recall 
5.3.1. Sexual Appeal and Non-Sexual Appeal Ads 
Out of the four product categories, two show significant differences at the 1 
per cent significance level between the recalls for sexual appeal and non-sexual appeal 
ads. They are liquor (Chivas Regal) and perfume (Dolce & Gabbana). Among the two, 
it is noted that the sexual appeal ad in perfume captures significantly more recalls than its 
non-sexual appeal counterpart does; whereas the non-sexual appeal ad in liquor captures 
significantly more recalls than the sexual appeal ad does. This may indicate that using 
sexual appeal in advertising for perfume may be effective in gaining recall while using 
the same technique in advertising for liquor may yield a negative result. 
TABLE 10 
PERCENTAGE OF CORRECT RECALL IN SEXUAL AND NON-SEXUAL APPEAL 
ADS 
Product Category Sexual Appeal Non-Sexual Appeal Difference Significance 
Financial Service 0.27 0.31 -0.04 .660 
TV 0.47 0.47 0.00 1.000 
Liquor 0.04 0.40 -0.3556 .000 
Perfume 0.60 0.33 0.27 .004 
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5.3.2. Sexual Appeal Ads Recall by Gender 
As for the recall levels between male and female respondents, it is noted that 
there is no significant differences between the two genders among all the product 
categories using sexual appeal as an advertising strategy. This indicate that male and 
female show similar responses in recalls of sexual appeal ads and our hypothesis 
assuming recall of male towards sexual appeal ads is higher than that of female shall be 
rejected. 
TABLE 11 
PERCENTAGE OF CORRECT RECALL IN SEXUAL APPEAL ADS BY GENDER 
Product Category Male Female Difference Significance 
Financial Service .33 .23 .10 .464 
TV .50 .46 .04 .966 
Liquor .06 .04 .02 .795 
Perfume .56 .62 -.06 .700 
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5.4. Gender Role Stereotyping Ads Recall 
5.4.1. Gender Role Stereotyping Ads and Non-Gender Role Stereotyping Ads 
Out of the four products, two show significant differences at the 1 per cent 
significance level between the recalls for gender role stereotyping and non-gender role 
stereotyping ads. They are financial service (Hang Seng Bank) and cooking utensil 
(Buffalo). It is noted that the gender role stereotyping ads in capture significantly more 
recalls than its non-gender role stereotyping counterpart do. This may indicate that using 
sexual appeal in advertising for financial service targeting female and cooking utensil 
may be effective in gaining brand recalls. 
TABLE 12 
PERCENTAGE OF CORRECT RECALL IN STEREOTYPING AND 
NON-STEREOTYPING ADS 
Product Category Stereotyping Non-Stereotyping Difference Significance 
Financial Service 0.20 0.31 -0.11 .280 
Financial Service 0.71 0.31 0.4 .000 
Cooking Utensil 0.33 0.07 0.27 .002 
Household Product 0.36 0.22 -0.13 .183 
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5.4.2. Gender Role Stereotyping Ads Recall by Gender 
As for the recall levels between male and female respondents, it is interesting 
to note that there is no significant differences between the two genders among most of the 
products except one of the financial products (BMO Financial Group). In this ad, a man 
carrying his child on the back is shown as the main character; and from the result, it is 
shown that male respondents have significantly higher recalls than female respondents. 
This indicate that male and female show similar responses in most of the gender role 
stereotyping ads, only the one with reverse stereotyping of man yield more recalls in male 
audiences. In other words, our hypothesis assuming recall of female towards gender role 
stereotyping ads is higher than that of male shall be rejected. 
TABLE 13 
PERCENTAGE OF CORRECT RECALL IN STEREOTYPING ADS BY GENDER 
Product Category Male Female Difference Significance 
Financial Service .39 .08 .31 .011 
Financial Service .72 .73 -.01 .952 
Cooking Utensil .28 .38 -.10 .437 
Household Product .39 .31 -.07 .642 
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C H A P T E R 6 SURVEY RESULTS 
6.1. Respondent Profile 
In total, 110 respondents have participated in the survey. 
6.1,1. Age 
Majority (78.2%) of the respondents is in the age range of 23 to 30，7.3% of 
respondents are below 22 and 14.6% are above age 30. 
TABLE 14 
AGE PROFILE OF SURVEY RESPONDENTS 
Age Group Frequency Percentage 
Below 15 2 1.8% 
19 to 22 6 5.5% 
23 to 26 46 41.8% 
27 to 30 40 36.4% 
31 to 35 8 7.3% 
36 or above 8 7.3% 
5 6 
6.1.2. Gender 
About sixty five percent (64.8%) of the respondents is female, 35.2% of 
respondents are male. 
TABLE 15 
GENDER PROFILE OF SURVEY RESPONDENTS 
Gender Frequency Percentage 
Male 38 35.2% 
Female 70 64.8% 
6.1.3. Education Level 
Majority (87.3%) of the respondents have tertiary education qualification, 
while 12.8% have secondary education qualification. 
TABLE 16 
EDUCATION PROFILE OF SURVEY RESPONDENTS 
Education Level Frequency Percentage 
Below F.5 2 1.8% 
F.5 6 5.5% 
F.7 6 5.5% 
Undergraduate 33 30.0% 
Postgraduate 63 57.3% 
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6.2. Sexual Appeal Ads 
6.2.1. Descriptions of Sexual Appeal Ads 
6.2.1.1. Overall Descriptions 
As shown in Table 16，overall, the five most often chose descriptive words by 
respondents when they are asked to describe the sexual appeal ads are "Sexy", 
"Attractive", "Visually Appealing", "Stimulating, and “Nude :� , Among all, "Sexy" is the 
most frequently chosen word and its mean is about 1.6 times higher than "Attractive", the 
second word. Unlike the great mean between the first and the second places, the rest of 
the top five are close to each other. This indicates that sexual appeal ads generally 
convey a message of sexy and able to stimulate the audiences visually. 
6.2.1.2. Descriptions by Gender 
As shown in Table 18，generally, there is no significant difference in the 
descriptive words that male and female respondents used in describing the sexual appeal 
ads except the following: 
• In the financial service ad (American Express), significantly more female 
respondents use the word "Attractive" to describe the ad. This indicates that using a 
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nude male character in a sexual appeal ad makes more female than male audiences 
feel that the ad is attractive. 
• In the TV ad (JVC), significantly more male respondents use the word "Attractive" 
to describe the ad. This indicates that using a pair of female legs in a sexual appeal 
ad makes more male than female audiences feel that the ad is attractive. 
_ In the Liquor ad (Chivas Regal), significantly more male respondents use the word 
"Visually Appealing" to describe the ad. This indicates that using a female character 
with bikini in a sexual appeal ad makes more male than female audiences feel that 
the ad is visually appealing. 
• In the perfume ad (Dolce & Gabbana)’ significantly more male more male 
respondents use the word "Associable" to describe the ad. This indicates that using a 
caressing couple in a sexual appeal ad makes more male than female audiences feel 
that the ad is associable. 
6.2.2. Attitudes towards Sexual Appeal Ads 
6.2.2.1. Overall Attitudes 
As shown in Table 17，overall, the respondents show not quite positive 
attitude towards the sexual appeal ads. The intentions to trial (2.53) and purchase (2.41) 
are low; and the low mean score in relatedness to the characters (2.35) and the proudness 
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of using the product (2.19) suggests that the use of sexual appeal ad may cause negative 
attitudes towards the ad and the product and unable to boost the intention to buy. 
6.2.2.2. Attitudes by Gender 
As shown in Table 19, there is no significant difference in the attitudes of 
male and female respondents towards the sexual appeal ads, in both 0.01 and 0.05 
significance levels, except in the liquor ad (Chivas Regal) in which significantly more 
male respondents agree that they are interested in the ad. This indicates that male and 
female have similar attitudes towards the advertisements and purchase intentions, but a 
female character in bikini still makes male audience feel interested in the ad. 
6 0 
TABLE 29 
OVERALL DESCRIPTION ABOUT SEXUAL APPEAL ADS 
Rank Description Mean 
1 Sexy 0.46 
2 Attractive 0.29 
3 Visually Appealing 0.27 
4 Stimulating 0.24 
5 Nude 0.20 
6 Arousing 0.16 
7 Aesthetic 0.13 
7 Sensational 0.13 
9 Crude 0.11 
9 Interesting 0.11 
1 \ Tasteless 0.09 
12 Good-looking 0.08 
13 Immature 0.07 
14 Appropriate 0.05 
14 Healthy 0.05 
16 Associable 0.04 
17 Classical 0.03 
17 Morally Appropriate 0.03 
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TABLE 29 
OVERALL ATTITUDES TOWARDS SEXUAL APPEAL ADS 
Behavior Mean 
The ad is appropriate 3.12 
The ad is relevant 2.94 
The ad is realistic 2.91 
I feel related to the characters 2.35 
The ad reflects male and female roles in Hong Kong 2.62 
I am interested in the ad 2.77 
I would like know more about the product 2.56 
I would like to try the product 2.53 
I would like to buy the product 2.41 









































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































6.3. Gender Role Stereotyping Ads 
6.3.1. Descriptions of Gender Role Stereotyping Ads 
6.3.1.1. Overall Descriptions 
As shown in Table 20，overall, the five most often chose descriptive 
words by respondents when they are asked to describe the sexual appeal ads are 
"Healthy", "Appropriate", "Associable", "Aesthetic" and "Good-looking". Among 
all, "Healthy" and "Appropriate" are the most frequently chosen word and they share 
similar means (0.45 and 0.43), which are much higher that all the other words - 2.26 
times of "Associable", the third place. This indicates that gender role stereotyping 
ads generally give the audience feelings of healthy and appropriate. / 
v 
6.3.1.2. Descriptions by Gender « 
As shown in Table 22，generally, there is no significant difference in t h e � 
descriptive words that male and female respondents used in describing the gender role 
stereotyping ads in both 0.01 and 0.05 significance levels, except in the cooking 
utensil ad (Buffalo) in which significantly fewer female think that the ad is classical. 
This indicates that male and female share similar feelings about gender role 
stereotyping ad, but a female character portraying a traditional homemaker image 
makes fewer female audiences of nowadays think that the ad is classical. 
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6.3.2. Attitudes towards Gender Role Stereotyping Ads 
6.3.2.1. Overall Attitudes 
As shown in Table 21, overall, the respondents show close to positive 
attitude towards the gender role stereotyping ads. Respondents generally agree that 
the ads are realistic (4.10); appropriate (4.30) and relevant (4.31) to the products. Yet, 
the intentions to trial (3.02) and purchase (2.91) are not as positive. This indicates 
that gender stereotyping ads are generally well accepted by the audiences. 
6.3.2.2. Attitudes by Gender 
As shown in Table 23’ there is no significant difference in the attitudes of 
male and female respondents towards gender role stereotyping ads except the 
following: 
• In the cooking utensil ad (Buffalo), significantly more female have favorable 
attitudes towards the ad. The female respondents regard the ad as appropriate and 
relevant to the product. This indicates that using a young woman portraying the 
traditional homemaker image in a gender role stereotyping ad makes more 




OVERALL DESCRIPTION ABOUT GENDER ROLE STEREOTYPING ADS 
Rank Description Mean 
1 Healthy 0.45 
2 Appropriate 0.43 
3 Associable 0.19 
4 Aesthetic 0.15 
5 Good-looking 0.12 
6 Interesting 0.11 
7 Morally Appropriate 0.10 
8 Attractive o .07 
9 Visually Appealing o.06 
10 Classical 0.05 
11 Sensational 0.03 
12 Arousing 0.02 
12 Crude 0.02 
12 Tasteless 0.02 
15 Immature 0.00 
15 Nude 0.00 
15 Sexy 0.00 
15 Stimulating 0.00 
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TABLE 29 
OVERALL ATTITUDES TOWARDS GENDER ROLE STEREOTYPING ADS 
Behavior Mean 
The ad is appropriate 4.30 
The ad is relevant 4.31 
The ad is realistic 4.10 
I feel related to the characters 3.48 
The ad reflects male and female roles in Hong Kong 3.43 
I am interested in the ad 3.11 
I would like know more about the product 3.07 
I would like to try the product 3.02 
I would like to buy the product 2.91 



















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































6.4. Sexual Appeal and Gender Role Stereotyping Ads Comparison 
6.4.1. Descriptions of Ads 
As shown in Table 24，generally, there is significant difference in most of 
the descriptive words that respondents used in describing the sexual appeal and 
gender role stereotyping ads: 
• In sexual appeal ads, respondents use the words "Arousing", "Attractive", 
"Crude", "Immature", "Nude", "Sensational", "Sexy", Stimulating", Tasteless", 
and "Visually Appealing". This indicates that sexual appeal ads are able to 
stimulate audiences visually and attract their attention by conveying sexy and 
nude messages; yet these ads are also exposed to higher risks of giving the 
audiences negative feelings like crude, immature and tasteless. 
• In gender role stereotyping ads, respondents use the words "Appropriate" and 
"Associable". This indicates that gender role stereotyping ads are generally 
more easily accepted by the audience, but it fails to strike impressive impression 
on the audiences. 
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6.4.2. Attitudes towards Ads 
As shown in Table 25, there is significant difference in all of the attitudes 
that respondents have towards sexual appeal and gender role stereotyping ads. In all 
the items tested, gender role stereotyping ads obtain better results than the sexual 
appeal ads, no matter it is the feeling towards the ad or the intention to trial and 
purchase. This indicates that gender role stereotyping ads are generating more 
positive attitudes towards the ad, and may lead to higher intention to purchase. 
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TABLE 25 
DESCRIPTION COMPARISON BETWEEN SEXUAL APPEAL AND GENDER 
ROLE STEREOTYPING ADS 
Description Sexual Appeal Stereotyping Sig. 
Aesthetic .53 .60 544 
V t � A s s � c _ e � ‘ � � ^ ! ^ 
Classical .13 .22 190 
Good-looking .33 .49 036 
Interesting .42 .44 844 
� � � S e n s a t i o n a l � ‘ 為 � . 1 3 . p ^ JAtl'^ .000 I 
， \ 、 ； ‘ V ^^V ；^^ ^ X 条 • 趣 赛 • 誠 會 二 , 、 
Morally Appropriate .13 .40 Oil 
� Tasteless “ � � � � ^36 , : .000 ； 
’ ‘Visually Appealing � ” � � . 1 . 0 7 - f t : " ! � � � :  . 2 4 | | � � � � 0 � ) � 1 
Remarks: ； | = Significant result at the 0.01 significance level 
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TABLE 29 
ATTITUDES COMPARISON BETWEEN SEXUAL APPEAL AND GENDER 
ROLE STEREOTYPING ADS 
Behav ior Sexual A p p e a l S tereo typ ing Sig. 
I The ad IS appropriate � , � s t / � � � � A : f ��� � � � ) 0 
The ad IS relevant 4 �� IITOOOI 
� � � , � ^ 
臂 - - • • 崎 I I 麵 
,I w o u l d like know,more about the product^ ; � � ( � � 2 53 3 : l ” 3 y � ' . O O O J 
I w o u l d b e proud to use tlie product If ^ .V � 3 � | > ” � 2 . 6 1 � 1 > � . 0 0 0 
R e m a r k s : I = Significant result at the 0.01 significance level 
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CHAPTER 7 DISCUSSION 
7.1. The Sample 
We believe the overall sample population and characteristic was 
satisfactory and representative of who we initially wanted to test - career aspired 
males and females age between 23 to 36 with an undergraduate degree. In our 
sample of 90 participants, we managed to focus closely on our primary target group of 
23 to 36 with 77.8% of correspondents, age between 23 to 30. The gender division 
was close to 50/50 with females slightly more at 56.8%. 
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7.2. Product Recall 
7.2.1. Unaided Recall 
From the unaided product recall, the test showed that the D&G and JVC 
sexual appeal ad as well as the Hang Seng bank gender reversal stereotype ad was 
effective in terms of being top 3 in brand recall for all participants. There is no 
major difference in between male and female recall characteristics of products and 
brands. 
D&G placed first in unaided recall while the Hang Seng Bank ad had the 
best overall recall. This suggests that D&G may only appeal to a specific target 
market that either favor or disfavor the sexual content in an all or nothing scenario. 
Meanwhile the recall success of the Hang Seng ad suggests that stereotype ads may be 
more effective than sexual appeal ones in overall recall as it targets to a wider 
audience. 
The only significant finding was that males had a higher recall of the 
BMO ad showing a man and a baby in the park. Such reverse stereotypes strategies 
are effective because of its freshness and new attitude towards social behavior. 
The data suggests that even reverse gender ads with females such as the 
'independent women' (Hang Seng Ad), is becoming less of the anti-norm and is 
accepted as a new cliche and stereotype. The male version however, is following on 
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and seems to be following its success. It especially captures the attention of males as 
they rarely are depicted as the 'homemaker' , or the domestic head. 
Another explanation for the success of the D&G (A4) sexual appeal ad 
may be related to its portrayal of 2 models (one of each sex), instead of 1 (of either 
sex) as portrayed in the other 3 sexual appeal ads. Possibly, the man and woman in a 
position that expresses sexuality has greater meaning than just one model expressing 
his/her desire for sex. The number of models in the ads wasn't a variable we 
intended to control, however since the results is suggestive of a statistical significance, 
future studies would seem feasible. 
7.2.2. Recall vs. Gender 
The test clearly shows that sexual appeal in advertising raises no 
difference in recall with either gender. The recall can be strong, as depicted through 
the sexual appeal ads of D&G (male>female), and Chivas (female>male), and the 
stereotype ad of BMO (male > female) ads. However, overall for both strategies there 
is no statistical difference in gender recall. We believe the liberation of women and 
sex in society places them on a similar platform to men in terms of expressing, 
understanding, and absorbing sex and sexual innuendoes offered from society. As 
with sexual content ads, women are just as knowledgeable as men and should provide 
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a similar level of attention or recall. Perceptions and attitudes however, are different 
and will be explored later. 
Within each product category, it was surprising to find that in liquor, 
sexual appeal ads actually diminish the recall of the product. The sexual appeal ads in 
financial service show that recall from control versus each of sexual appeal and 
stereotype yielded no statistical difference. This can be explained by the 
desensitization of society towards these strategies as they become more cluttered, 
cliched, and overly exposed by the media. 
7.2.3. Recall vs. Product 
Products such as perfume have higher recall with sexual appeal strategies 
since the product and the 'sensual' ad content are related. As compared to using sex to 
sell a TV, product and sexual innuendos are less related. Perfume however, is used 
on the skin and the sensual experience can strongly be related through sexuality. 
For stereotype ads, their effectiveness in recall seems to be strong with 
cooking utensil products. The traditional gender stereotyping ads feature the 
housewife is still appealing as her association helps portray a reliable, quality 
approved, product. The housewife symbolizes everyone's homemaker, either the 
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mother，or spouse, and if the products are good enough for them then its good enough 
for the family. 
7.3. Perceptions & Attitudes 
7.3.1. Sexual Appeal 
The overall perceptions into the ad content and creativity of the 4 ads were 
positive. The descriptions of sexy, visually appealing, and attractive were used most 
often. Both sexes generally had no major differing views and only a minor percentage 
of correspondents had the negative views of "crude, immature, tasteless" descriptions 
towards the ads. The strategy of sexually appeal does not help foster an upgrade or 
downgrade of product positioning; rather there is a consistency in all 4 ads in which 
interviewees view the product as 'average' and 'normal ' after viewing the ad. 
The overall implication for sexual appeal ads is that it creates a positive 
acceptance from both genders. Ads portraying scantily clad women (A2, A3) are 
favored as much by women as well as men. The explanation is that either women 
themselves aspire to be like these models or they see so much cluttering of such ads in 
society that they have accepted the portrayal of women and their sexuality. 
Whichever reasoning is correct advertisers know now that sexual appeal ads can be 
directed to women as well, or even to a mass population of both sexes. 
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Despite the moderate success in consumer's perceptions, the effectiveness 
of the sexual appeal strategy in attracting product trial and purchase was rather low. 
To begin with, these ads had rather low values in terms of ad realism, social 
reflectiveness, and product-ad appropriateness which eventually led to disinterest in 
the product. 
Other external explanations as to why we believe our chosen sexual 
appeal ads have failed to generate trial and purchase behavior include: 
• The over-cluttering of such strategies in the media leading to consumer 
desensitization 
• The inappropriateness of sexual appeal ads in relation to product advertised. 
Products such as TV, Liquor, and AMEX have no direct relations to sex. 
• The use of Western models and campaigns instead of locally creations. 
Consumers may not relate well with foreign sex appeal, and will not look further 
into the product. 
7.3.1.1. Ad-By-Ad Analysis 
7.3.1.1.1. A d A l 
— M a l e Sex Appeal: Sexy Rock N ' Roll Ad 
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This type of ad was only effective in generating interest and attention to 
its content and creativity but did not lead to further trial or purchase behavior. 
Common descriptions that come to mind include the words sexy, carefree, musical, 
wild, raw, and rock n roll. Overall the response to this ad was not that great and there 
was no difference in the reaction of the genders. 
7.3.1.1.2. Ad A2 
— F e m a l e Sex Appeal: Foxy Silver Legs & TV 
In this ad, the sex appeal is acknowledged and gains the perception as an 
appealing, stimulating and sexy advertisement but it doesn't go far enough to drive 
product trial or purchase. Again, the appeal and creativity of the ad is only effective 
in generating interest as common top of mind descriptions of the illustration include 
the words sexy, smooth, mysterious, modern, and tempting. The only significant 
find was that more males think the ad is attractive enforcing the hypothesis that sexual 
appeal of women is effective on men. 
7.3.1.1.3. Ad A3 
— F e m a l e Full Body Sex Appeal: Sex & Alcohol 
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The common top of mind descriptions of this ad - Sexy, nudity, impulsive, 
fresh, good taste 一 correlates with the correspondents' positive attitude towards the ad. 
Sexy，attractive, and sexually appealing are the perceptions for both sexes, seen as a 
positive attribute and no frowned upon. The only difference is that more males then 
females perceive the ad as sexually appealing. 
From interviewing some correspondents they feel that product ad relation 
is more important. Although it is accepted and acknowledged that sex appeal and 
alcohol go together, it does not mean it is effectiveness as many times the female 
consumer cannot relate to the product. 
Males however, favor ad content and creativity more. They cannot relate 
to Western Woman but understands the usage of sex appeal in gaining attention. 
There is a high recall and willingness to try. Overall, for women, they are desensitized 
to sex appeal ads with alcohol because it is so common. Although they accept it, they 
would not necessarily use the product. Males will acknowledge and try but there is no 
guarantee for product loyalty. 
7.3.1.1.4. Ad A4 
— G e n e r a l Sex Appeal: Foreplay & Perfume 
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A similar positive and favorable perception from both sexes are shown 
towards this ad with females finding the as more associable. Although the majority of 
females approve of sex-appeal in perfume ads, this method does not ad value in the 
attraction of the product. As one interviewee states, sex in perfume ads are too 
common, too cliche. Males see the ad as attractive and interesting but it is not enough 
for product purchase or trial. 
The common trend is that if the interviewee doesn't like the creativity or 
ad content, then it is most likely they will not favor the product at both trial and 
purchase. Sex appeal in perfiime ads is already too common and so the public has 
minimal reaction to the nudity. 
7.3.2. Gender Stereotypes 
The overall perceptions of gender stereotype strategies are that they are 
healthy, realistic, relevant and appropriate. Both genders had similar and positive 
attitude towards these ads. The stereotype reversal ads portraying the independent 
woman (B4) and the male caretaker (Bl) , were most successful in terms of generating 
product trial and purchase. In addition, compared to sexual appeal ads, gender 
stereotypes were favored more with fewer descriptions of words such as 'crude' , 
‘immature’ and 'inappropriate'. These ads are generally viewed as less risky. 
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For all gender stereotype ads, we found there were no differences in 
perceptions except for the Buffalo ad featuring the homemaker (B2). The distinction 
in opinion lied in the following and suggests that females still relate easier to the 
domestic homemaker: 
• "The ad is appropriate" (femalOmale) 
• "The ad is relevant" (femalOmale) 
• "The ad is realistic" (female>male) 
We find that for stereotype ads both cliches and new role reversal 
strategies work. The image of the homemaker (B2) is still very successful as she 
associates a motherly or homely figure that each consumer relates to. For ads 
portraying role reversals (Bl) , the acceptance is high because of its freshness however 
it may need more time before social trends catches on. The independent woman (B4) 
however is questionable whether it is still an anti-stereotype as this image has been 
gradually exemplified in society and is suggestive that it is turning into a stereotype. 
For advertisers, as gender roles constantly change and become more 
complex they must be able to identify the products target market and effectively 
execute the correct gender association. 'Stereotype' itself is poor connotation as it 
brings out a negative typeface of a group or division in society. Rather, advertisers 
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should realize the abusive situations of stereotype such as the typical housewife etc. 
and challenge social norms through creative advertising. 
For the future 'stereotypes' or associations which we view as effective 
include: 
• The male homemaker and domestic manager 
• The independent women in financial and business products. She can be portrayed 
all the way to senior management positions, thus becoming a role model and 
aspiring to other career women 
• The portrayal of the single family, same sex couples, as these social group shows 
increase and influence 
7.3.2.1. Ad-By-Ad Analysis 
7.3.2.1.1. A d B l 
— S t e r e o t y p e Reversal: Father with Baby in Park 
Common top of mind descriptions for this ad includes the words healthy, 
responsible, loving, caring, and cute baby. Both sexes are welcoming of the ad 
content and used words such as appropriate, relevant, and realistic. As the general 
acceptance is high, effectiveness in terms of purchase is still low. One explanation 
may be that financial products require more decision making then impulsive products 
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such as FMCG's . Overall, this type of ad is considered fresh and new as male role 
reversals in the media appears significantly less then female role reversal (i.e. the 
independent women). 
7.3.2.1.2. Ad B2 
— F e m a l e Stereotype: The Homemaker 
The homemaker image still stands the test of time even though in this ad 
she appears younger. She still carries a healthy, appropriate and associable 
perception from consumers and that both positive gender opinions show no difference. 
Such home products are regarded as normal and average by the majority, this is 
subsequently in line with their positioning. 
As the ad truly reflects HK society, we still think that the opinion differs 
slightly with age. For example, older women may be more positive and interested in 
product whereby young cannot relate and are less interested in kitchen products. The 
cut off age is at 25 whereby we compare 'young' vs. 'old' . In terms of kitchen 
products, age and culture are stronger determinants of use and acceptance. The 
stereotype of the mother figure does little to persuade purchase, instead creates a 
healthy and comforting image for the product. 
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7.3.2.1.3. Ad B3 
— T h e Ideal Family 
The ad is appropriate but not creative nor colorfiil with common 
descriptions including the words family, boring, healthy, and ordinary. Product recall 
is low and purchase intent is average. This is a very average, FMCG ad which rouses 
no particular special attention. 
For home cleaning products, positive attitude and perception does not 
necessarily lead to trial, purchase, and recall. The perfect family in the ad is only an 
aspiration techniques catering to a female target market which is the predominant 
buyers of home products. As our study suggests, more female than male thinks that 
the ad is Appropriate (p=0.019), relevant to the product (p=0.042), and is realistic in 
HK society (p � 0 .046) . 
7.3.2.1.4. Ad B4 
— G e n d e r Role Reversal: The Independent Women 
Interest in ad content and appropriateness is very favorable. Some think 
the image of the working women is overused and cliched but most accept it and take 
pride in this type of ads. Ad is also popular and favorable amongst men. Although 
they cannot relate to the ad content of the independent women they do acknowledge 
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the Bank for its portrayal of excellent service and style through the independent 
figure. The ad represents the banks ability to service all types of customer and 
illustrates diversity. 
Surprisingly the independent women ad works well with men too. For 
women, it is effective in leading to trial and purchase. For men, it fosters positive 
brand equity for the overall corporate image. 
7.4. Null Hypotheses Review 
H I : Use of sexual appeal in print advertisements is more effective in generating 
brand recall than pure product advertisements , 
Experimental Outcome: Null Hypothesis Rejected ^ ^ 
H2: Use of gender role stereotyping in print advertisements is more effective in 
generating brand recall than pure product advertisements 
Experimental Outcome: Null Hypothesis Accepted 
H3: Sexual appeal print advertisements is more effective towards male audiences 
than female audiences in generating brand recall 
Experimental Outcome: Null Hypothesis Rejected 
H4: Gender role stereotyping print advertisements is more effective towards female 
audience than male audiences in generating brand recall 
9 0 
Experimental Outcome: Null Hypothesis Rejected 
H5: Male and female consumers have significant differences in choosing the 
descriptive words in describing sexual appeal advertisement 
Experimental Outcome: Null Hypothesis Rejected 
H6: Male and female consumers have significant differences in choosing the 
descriptive words in describing gender role stereotyping advertisement. 
Experimental Outcome: Null Hypothesis Rejected 
H7: Male and female consumers have significant differences in their attitudes and 
intention to purchase towards the product when sexual appeal is used in the 
advertisement 
Experimental Outcome: Null Hypothesis Rejected 
H8: Male and female consumers have significant differences in their attitudes and 
intention to purchase towards the product when gender role stereotyping is used 
in the advertisement 
Experimental Outcome: Null Hypothesis Rejected 
H9: Consumers have significant difference views towards sexual appeal and gender 
role stereotyping advertisements 
Experimental Outcome: Null Hypothesis Accepted 
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CHAPTER 8 LIMITATIONS 
8.1. Literature Research 
Although the literature of Erving Goffman was used as a basis for our 
study of sexual appeal and stereotype there is always the argument that his statements 
may be outdated or that is does not pertain to the Asian environment. 
8.2. Print Analysis 
Our investigation of HK based magazines was limited to a total of 50 
publications out of a possible 200. We however believe that these 50 magazines 
represented over 50% of total readership or market share. These popular publications 
involve general interest, fashion, hobby and financial/business magazines, where we 
strongly believe gender based advertisements are located. 
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8.3. Sample & Representation 
The study involving the media sources and people of Hong Kong is only 
representative of the region. Within our sample size of 100，we only intended to test 
those aged between 20 and 35, tertiary educated, and career aspired. It would have 
been better if our sample size was larger and that the demographical sample was more 
detailed. Ideally, in-depth interviews would provide for a more thorough 
understanding of each interviewee but given resource constraints, we settled with the 
questionnaire method. 
8.4. Advertisement Recall & Perceptions Questionnaire 
In the first stage of the experiment the slide show sequentially rolls out 14 
advertisements then asks the interviewees for their recall capabilities. We believe 
there may be a bias as ads in the latter end of the slideshow will be remembered first. 
Also advertisements in which the brands or products have personal meanings for the 
subject may add bias to the result. The challenge was to be consistent in finding a 
batch of all recognizable brands and products or dealing with a consistent batch of 
non-popular, less recognizable ones. With so much clutter in the branding market, we 
found it difficult to find enough "no name" brands and therefore chose the premier 
strategy. 
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The selection of the advertisements to represent sexual appeal ads or 
stereotype ads poses a subjective limitation. As both these terms are defined vaguely 
and varying with different correspondents, we can only hope that their awareness and 
knowledge of these social phenomena's matches ours and our literature reviews. As 
the literature studies are primarily from Western sources, their applicability in Asia 
can also become limitation. 
8.5. Overall Representation 
Our study can best be described as breaking 'the tip of an iceberg' in an 
effort to understand the relationship between gender portrayals in advertising and the 
actual gender phenomena in Hong Kong society. We did not go into the latter study as 
that covers a sociological perspective. But within advertising, future studies can 
move beyond the awareness stage and see the interviewees' intention to try or repeat 
purchase of products with either sexual appeal or social stereotype content. 
Within the evaluation of an advertisement we find that there were many 
factors which attributed to the success of an advertising campaign. Gender strategies 
only accounted for one of many factors which include, brand equity, product 
acceptance, and within each gender strategy the specific execution of ad content; i.e. 
sexual appeal with one model versus sexual appeal with multiple characters. During 
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the course of the testing we found within each level of comparison, such as gender ads 
vs. pure product ads, or sexual appeal ads vs. stereotype ads, there were too many 
factors to control. 
As our findings actually suggests that variations within each gender 
strategy the ad effectiveness can vary, future studies should focus on controlling all 
variables in the ad except for strategy variation. For example, within stereotype ads, in 
having the product and brand controlled, a feasible study would test for perceptions 
and attitudes towards the role reversal versus the traditional stereotype versus a 
controlled ad of just the pure product. The difficulty is finding ads and products where 
there is so much control and to compromise this, the experimenters can design their 
own ads and set in the controlled variables directly. 
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CHAPTER 9 CONCLUSION 
Based on our study of gender strategies in Hong Kong print ads, both 
macro and micro observations and findings were successfully deduced on three main 
investigative areas: 
1. The general nature of advertising in Hong Kong in terms of ad content and 
creativity 
2. Hong Kong's social movements and views on sex in society 
3. The execution of gender strategies and its effectiveness 
From a marketer or advertisers standpoint, sexual appeal ads can adopt 
more creativity as social trends in Hong Kong encourage the liberation of sexuality. 
Goffman 's identification of portraying sexy women lying on beds and furniture's may 
be outdated and new creative methods must be invented to portray a new wave of 
sexual appeal. Perhaps advertisers can help celebrate the women's movement by 
portraying. 
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This is most predominantly found in the clutter ads of liquor but 
consumers products such as electronics, and financial products also exemplify sexual 
appeal. Advertisers must realize that product-ad relation is most important in 
leading to trial and purchase. They can tag a nude woman onto an ad for a television 
but at most the nudity will only generate short turn attention. Sexual appeal ads are 
perhaps most effective with products of relevancy such as perfumes, fashion apparel, 
and health beauty products. 
Even with relevancy products however, the problem is that everyone uses 
sensuality and sexual appeal. Therefore the effect of the nude or scantily clad model is 
too typical and consumers become desensitized to the message. Advertisers must 
create beyond the nude model portrayal and innovate to deeper means of sexuality. 
For example, the D&G ad (A4) uses 2 people, and perhaps conveys a deeper imagery 
than the Chivas Regal (A3) ad of just a Bikini girl. 
As well, we find that locally created sexual appeal ads with Asian models 
may have higher association and relevancy than imported advertisements. Advertisers 
and companies can stay with the global message of the campaign but should think into 
investing into the localization of the ad. They may hire the appropriate roles locally 
and a popular method may include the endorsement of local celebrities. 
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For gender stereotype advertisements, their effectiveness is higher than 
sexual appeal ads. Although both generate a positive perception, stereotype ads lead 
to further trial and purchase. The implication for advertisers and marketers, in the 
future, is to experiment more with role reversals such as the BMO and Hang Seng 
Ads. They must do research on social trends and patterns and appropriately place 
the correct 'positive' stereotype. 
Since Hong Kong is a relatively small market as compared to North 
America, the divisions and segments within society (subcultures etc.) are less. Thus 
when HK advertisers create stereotype advertising they need to only look at the 'big' 
picture and find the major social trends. The independent woman or male 
homemaker are definitely new images that are becoming more dominant in society 
and is a valuable asset for marketers. 
In perspective of our overall study we see that elements that make an 
advertisement successful do not simple point to one specific strategy. Instead there 
are multiple variables ranging from product-ad relevancy, creativity, gender strategy, 
to the correct positioning, targeting, and product placement in the ad. Even within 
the gender ads, of sexual appeal, and stereotypes, we have only been able to highlight 
a few correlations that may have a direct impact on the consumer. 
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Future studies should go deeper into gender pitched ads and specifically 
highlight the variations which prove effective. Our study was successful in identifying 
the different variations in sexual appeal, such as male vs. female vs. duo partners, and 
in stereotype ads, such as traditional vs. role reversals, proving that each rank 
differently in the consumer mindset. 
In conclusion, the question on how effective gender pitched strategies are 
depends on a deeper level of which specific strategy is identified. Overall they don't 
prove too effective in leading to product trial and purchase but this does not mean 
they should be written off. Hong Kong advertisers must become more creative and 
revolutionize the traditional sexual appeal and gender role stereotypes so that they 
accurately reflect current and upcoming social trends. 
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CHAPTER 10 APPENDICES 
10.1. Appendix 1: Hong Kong Magazines 2000/2001 
TABLE 27 
CIRCULATION OF GENERAL INTEREST MAGAZINES 
Magazine Frequency Average Circulation (000) 
Next Magazine Weekly 146 
Sudden Weekly Weekly 136 
East Touch Weekly 120 
Easy Finder Weekly 108 
Oriental Sunday Weekly 100 
Yes Weekly 92 
TV Weekly Weekly 81 
Monday Weekly 74 
Ming Pao Weekly Weekly 68 
Weekend Weekly Weekly 60 
Three Weekly Weekly 60 
City Magazine Monthly 49 
Life Monthly 25 
Milk Weekly 15 
Teens Weekly 15 
Reader Digest (Asia) Monthly 100 
1 0 0 
TABLE 28 
CIRCULATION OF FASHION MAGAZINES 
Magazine Frequency Average Circulation (000) 
Fashion and Beauty Monthly 80 
Cheeze Monthly 50 
Cosmopolitan Monthly 48 
Amy Monthly 40 
Elle Monthly 40 
B International Monthly 35 
Jessica Monthly 35 
Marie Carrie Monthly 35 
Bazaar Monthly 30 
Esquire Monthly 30 
Zip Magazine Monthly 30 
1 0 1 
TABLE 29 
C I R C U L A T I O N OF H O B B Y M A G A Z I N E S 
Magazine Frequency Average Circulation (000) 
Hi-Tech Weekly 145 
PC Post Weekly 140 
Internet Magazine Weekly 120 
Automobile Monthly 65 
Car and driver Monthly 60 
Modern Home Monthly 50 
Sweet Home Monthly 50 
Car Monthly 45 
Game Plus Weekly 35 
Amy Car Monthly 30 
1 0 2 
TABLE 32 
CIRCULATION OF FINANCIAL / BUSINESS MAGAZINES 
Magazine Frequency Average Circulation (000) 
Newsweek (Asia) Weekly 230 
HK Enterprise Monthly 75 
Economic Digest Weekly 72 
Centra � Monthly 30 
Cup Monthly 30 
H.K. Business Monthly 15 
H.K. Manager Quarterly 8 
Times Monthly 
Source: Zenith Media 
1 0 3 
10.2. Appendix 2 ： Photos of Advertisements 
PICTURE 1 
ADVERTISEMENT 1 - INVESCO 
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PICTURE 3 
ADVERTISEMENT 3 - BMO FINANCIAL GROUP 
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PICTURE 4 
ADVERTISEMENT 4 - HANG SENG BANK 
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PICTURE 8 
ADVERTISEMENT 8 - CHIVAS REGAL 
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PICTURE 7 
ADVERTISEMENT 7 - ASAHI 
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PICTURE 8 
ADVERTISEMENT 8 - CHIVAS REGAL 
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PICTURE 13 
ADVERTISEMENT 13-JOHNSON 
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PICTURE 8 
ADVERTISEMENT 8 - CHIVAS REGAL 
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10.3. Appendix 3： Experiment Procedures 
Procedures: 
1. Set up the computer 
2. Self-introduction and thank the subjects for participating 
3. Start the PowerPoint slide show - 10 seconds for each ad, 14 ads in total 
4. Deliver page 1 and page 2 of the questionnaires to the subjects 
5. Instruct the subjects to take 5 minutes for filling up the given questionnaire by 
writing down the brand names and product categories that they can remember 
6. Deliver page 3 of the questionnaires to the subjects 
7. Instruct the subjects to take 3 minutes for filling it up by writing down the brand 
names with product categories as hints 
8. Instruct the subjects to take 2 minutes fill in the demographic data 
9. Total time needed: 15 minutes 
Tools: 
1. Laptop computer with Microsoft PowerPoint installed 
2. PowerPoint file (Experiment.ppt) 
3. Timer 
4. Questionnaires 
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10.4. Appendix 4: Experiment Questionnaire 
Age • 15 or Below (十五歲或以下） Gender (性別)： 口 Male (男） 
(年齡)： • 16 to 18 (十六至十八歲） • Female (女） 
• 19 to 22 (十九至廿二歲） 
• 23 to 26 (廿三至廿六歲） Occupation (職業)： 
• 27 to 30 (廿七至三十歲） 
• 31 to 35 (三十一至三十五歲） 
• 36 or above (三十六歲或以上） 
Education Level • Below Form 5 (中五以下） Have you lived in 
(教育程度)： • Form 5 (中五畢業） overseas before 
• Form 7 (中七畢業） （你有否在外國生活過)？ 
• Undergraduate (大學畢業） 
• Postgraduate or above (硏究院或以上） • Yes, for how long? 
(有,往了多久?） 
• No (否） 








2. Please name all the different product categories that were shown in the slide show 
(請寫出曾於剛才的幻燈片中出現過的所有產品類別） 
\) ^^ 
i i T " iv) 
iii) V) 
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3. Have you seen any of the advertisements before? 
(你有否曾經看過幻燈片中的廣告?） 
• Yes, please name the advertisements (有，請指明是那些廣告） 
• No (無） 
4. Have you used any of the products fore? 
(你有否曾經用過幻燈片中的產品?） 
• Yes, please name the products (有，請指明是那些產品） 
• No �� 
1 2 0 
Please try to recall the brands that you have not named before with the following product 
category prompts 
(請利用以下的提示’寫出你剛才未能記起但又曾於幻燈片中出現過的產品品牌） 
1. Financial Service (金融服務） 
2. TV (電視機） 
3. Liquor (酒精類產品） 
4. Perfume (香水） 
5. Household Product (家居用品） 
6. Cooking Utensil (煮食用具） 
1 2 1 
10.5. Append ix 5: Survey Questionnaire 





The advertisement is... (Please check all the words that you think are appropriate) 
這廣告很…… (請於所有合適的形容詞旁加上� X �號） 
• Aesthetic (雅致 / 富美感） 口 Interesting (有趣） 
• Appropriate (合適 / 恰當） 口 Nude (裸露） 
• Arousing (令人振奮） • Sensational (優美） 
• Attractive (吸引 / 誘人） 口 Sexy (性感） 
• Associable (能產生共鳴） 口 Morally appropriate (合乎道德） 
• Classical (古典 / 典雅） 口 Stimulating (刺激） 
• Crude (粗縫/原始） 口 Tasteless (無品味） 
• Good-looking (好看） • Visually appealing (視覺上吸引） 
• Healthy (健康） • Other (其他） 
• Immature (幼稚） 
After seeing this ad, I feel that the product is... (Please check oil the words that you 
think are appropriate) 
看完這廣告後，我覺得這產品很…… （請於所有合適的形容詞旁加上�X�號） 
• Average (―般） • Normal (正常） 
• Cheap (低俗） • Prestigious (高貴） 
• Of High Quality (高質素） 口 Strange (奇怪） 
• Of Low Quality (低） 口 Other (其他） 
"Piease rate the following items (請評估下列各項） | 1 | 2 | 3 | 4 | 5 | 6 
[1 = Strongly Disasree (非常不同Ml 6 = Stronsly Agree (非常同意)] 
It is appropriate to use this advertisement for this product 门 | 门 | 门 | | | 
(這廣品用於這產品是合適的）• 
The design of this advertisement is relevant to the promotion of 门 门 门 
this product (這廣告與這產品有關連) 
The advertisement is realistic 门 门 门 门 
(這廣告能反映現實） — z i _ 
I feel related to the characters in this advertisement 门 门 门 ~ 
(我對這廣告裡的角色產生共鳴) 
The advertisement truly reflects roles of male and female in HK 门 门 门 门 ~ ~ 
society (這廣告能切實反映香港男性與女性的角色定位) U U U U U U 
I am interested in this advertisement 门 门 门 门 
(我對這廣告感興趣) U 
I am interested in getting to know more about this product 门 门 门 门 ~ ~ 
(我有興趣知道更多關於這產品的資料) 
I am interested in trying this product 门 门 门 门 
(我有興趣試用這產品) H _ _ i i L i i L i i L 
I am interested in buying this product 门 门 
(我有興趣購買這產品) U U U U U U 
I would be proud to use this product 门 ~ Z T 
(我對能使用這產品而感到騎傲）. _ _ _ _ j z L j z L 
It is likely that I would think of this advertisement when I see this 门 门 门 门 ~ Z ~ 
product (當我使用這產品時，我會回想起這廣告) | U | U | U | U | U | U 
1 2 2 
Age • 15 or Below (十五歲或以下） Gender (性別)： 口 Male (男） 
(年齡)： • 16 to 18 (十六至十八歲） 口 Female (女） 
• 19 to 22 (十九至廿二歲） 
• 23 to 26 (廿三至廿六歲） Occupation (職業)： 
• 27 to 30 (廿七至三十歲） 
• 31 to 35 (三十一至三十五歲） 
• 36 or above (三十六歲或以上） 
Education Level • Below Form 5 (中五以下） Have you lived in overseas 
(教育程度)： • Form 5 (中五畢業） before? 
• Form 7 (中七畢業） （你有否在外國生活過)？ 
• Undergraduate (大學畢業） 
• Postgraduate or above (研究院或以上） • Yes, for how long? 
(有，往了多久?） 
• No (否） 
1 2 3 
10.6. Appendix 6: Content Analysis Results 
TABLE 31 
ADS IN GENERAL INTEREST MAGAZINES 
Total No. No. of Sex No. of 
Date Magazine of Ads Appeal Ads % Stereotype Ads % 
1 Jan-03 City Magazine 20 2 10.0% 2 10.0% 
2 2003/3/5 Easy Finder 36 3 8.3% 0 0.0% 
3 May-02 Life 35 0 0.0% 5 14.3% 
4 2002/9/5 Milk 84 0 0.0% 1 1.2% 
5 2003/2/15 Ming Pao Weekly 70 0 0.0% 3 4.3% 
6 2003/2 /10 Monday 60 0 0.0% 1 1.7% 
7 2003 /3 /27Next (Entertainment) 51 1 2.0% 2 3.9% 
8 2003 /2 /20Next (Entertainment) 44 0 0.0% 5 11.4% 
9 2003/1/9 Next (Entertainment) 72 1 1.4% 3 4.2% 
102002/11/7 Next ( N e w s ) 70 0 0.0% 2 2.9% 
112003/2 /20 Next ( N e w s ) 45 0 0.0% 2 4.4% 
122003/2 /27 Next ( N e w s ) 48 1 2.1% 4 8.3% 
13 2003/2 /26 Oriental Sunday 65 1 1.5% 4 6.2% 
14 Feb-03 Reader Digest 29 0 0.0% 0 0.0% 
15 2003/3/5 Sudden Weekly 44 1 2.3% 3 6.8% 
162003/3 /12 Teens 17 0 0.0% 0 0.0% 
172003/2 /15 Three Weekly 66 0 0.0% 0 0.0% 
182003/3 /25 Touch 62 1 1.6% 4 6.5% 
19 2003/2 /4 TV Weekly 38 0 0.0% 2 5.3% 
2 0 2 0 0 3 / 2 / 1 0 Weekend Weekly 48 0 0.0% 1 2.1% 
21 Mar-03 Y ^ IJ 0 0-0% 0 0.0% 
Total l o w 11 1.1% 44 4.4% 
1 2 4 
TABLE 32 
ADS IN FASHION MAGAZINES 
Total No. of No. of Sex No. of 
Date Magazine Ads Appeal Ads % Stereotype Ads % 
1 Mar-03 Amy 11 0 0.0% 2 18.2% 
2 Jan-03 B International 57 2 3.5% 9 15.8% 
3 Apr-02 Bazaar 88 4 4.5% 14 15.9% 
4 Dec-02 Cheeze 9 1 11.1% 0 0.0% 
5 Feb-03 Cosmopolitan 90 1 1.1% 15 16.7% 
6 Nov-02 Jessica 96 3 3.1% 12 12.5% 
7 Mar-03 Elle 88 2 2.3% 16 18.2% 
8 Dec-00 Esquire 62 5 8.1% 6 9.7% 
9 2003/1/1 Fashion and Beauty 12 0 0.0% 1 8.3% 
10 Apr-03 Marie Carrie 98 3 3.1% 15 15.3% 
11 2002/4/1 Zip Magazine 72 5 17 23.6% 
m 26 3.8% 107 15.7% 
TABLE 33 
ADS IN HOBBY MAGAZINES 
Total No. of No. of Sex No. of Stereotype 
Date Magazine Ads Appeal Ads % ^ % 
1 2003/2 /20 Amy Car 15 0 0.0% 1 6.7% 
2 Mar-03 Automobile 49 0 0.0% 0 0.0% 
3 Aug-02 Car 30 1 3.3% 0 0.0% 
4 Oct-02 Car and driver 35 1 2.9% 0 0.0% 
5 Feb-03 Game Plus 17 1 5.9% 0 0.0% 
6 2003/2/15 Hi-Tech 16 0 0.0% 0 0.0% 
7 2003/1 /10 Internet Magazine 21 0 0.0% 0 0.0% 
8 Feb-02 Modern Home 40 0 0.0% 0 0.0% 
9 2003/3/1 PC Post 9 0 0.0% 0 0.0% 
10 Jan-03 Sweet Home 35 0 0.0% 0 0.0% 
Total 267 3 1.1% 1 0.4% 
1 2 5 
TABLE 34 
ADS IN FINANCIAL / BUSINESS MAGAZINES 
Total No. No. of Sex No. of 
Date Magazine of Ads Appeal Ads % Stereotype Ads % 
1 Jan-03 Hong Kong Enterprise 40 0 0.0% 1 2.5% 
2 Feb-03 Central 20 0 0.0% 0 0.0% 
3 Feb-03 Cup 18 0 0.0% 0 0.0% 
4 2003/1/6 Economic Digest 18 0 0.0% 0 0.0% 
5 Jan-03 H.K. Manager 8 0 0.0% 0 0.0% 
6 Feb-03 H.K. Business 26 0 0.0% 0 0.0% 
7 Feb-03 Newsweek 20 0 0.0% 2 10.0% 
82002 /12 /16 Times 22 0 0.0% 3 13.6% 
Total 172 0 0.0% 6 3.5% 
TABLE 35 
ADS GRAND TOTAL 
Total No. of Ads No. of Sex Appeal Ads % No. of Stereotype Ads % 
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